While inequality exists within any culture, cultures vary in the degree to which disparity is accepted (Hofstede 1984) . Thus, a relatively low-PDB culture such as the United States can have a high degree of inequality in its institutions. To clarify, we do not examine the actual degree of power that a person has but the extent to which the person, irrespective of actual power, expects and accepts power disparity.
Theoretically, we propose an associative mechanism to suggest that high PDB is associated with the greater self control in the face of socially proscribed temptation. This associative account, as described later, is consistent with the idea that activating PDB activates the concept of self control among individuals. We postulate the effect to occur not only among those who are from high-PDB cultures and may have stronger control-resource muscles (Muraven, Baumeister, and Tice 1999) , but also among those in whom high PDB has been activated through priming. Once self control is activated through the salience of high PDB, an individual is less likely to engage in impulsive behavior. Consequently, faced with opportunities for impulsive buying, individuals with low PDB tend to engage in more impulsive buying than those with high PDB.
A total of six studies are reported. Results from the first three studies (1A, 1B, 1C)
provide both correlational and experimental evidence collected at the country level and the individual level to establish the impact of PDB on impulsive buying. The next three studies (2, 3, and 4) examine the underlying process for this link.
Willett 1967; Stern 1962) . Rather, impulsive buying is relatively more spontaneous and unreflective (Rook 1987; Rook and Fisher 1995; Inman, Winer, and Ferraro 2009) than unplanned buying which includes all purchases that were not previously planned (Stern 1962 ). We focus primarily on impulsive buying but also examine unplanned purchases (i.e., healthy snacks) to clarify the effect of PDB on impulsive buying.
Current empirical research supports a perspective based on consumer self control for understanding impulsive buying. Vohs and Faber (2007) propose that consumers with more self-control resources are more likely to resist impulsive buying. All consumers have some control resources, but utilizing these resources reduces their availability, thereby reducing self-control in the task at hand (Baumeister 2002) . Further, practicing self control can strengthen one's self-control muscle and increase one's general capacity for self control in the long run (Muraven, Baumeister, and Tice 1999) .
A second view of consumer self control relies on an associative mechanism such that consumers are less likely to consume impulsively if self-control associations are activated through mechanisms such as priming. For instance, through a scrambled sentence task of different affect-related words, Giner-Sorolla (2001) found that when affective words associated with self control were primed, participants were less likely to consume hedonic food. Martijn et al. (2007) primed individuals with a persistent person exemplar (i.e., Olympic medalist who encountered setbacks but did not give up). According to the authors, this prime, designed to elicit self-control associations, increased self-control related performance (measured in a hand-grip task) relative to those with a neutral prime.
When PDB is salient, self-control associations are activated, influencing self-control related behaviors, manifested as less impulsive buying.
POWER-DISTANCE BELIEF AND IMPULSIVE BUYING
Situated cultural-process theory states that even in the absence of actual experience of a particular culture, people can learn the associations between cultural values and expected behavior (Hong et al. 2003; Oyserman and Lee 2007 (Anderson 1997; Lull 2000; McCracken 1986 ). Exposure to other high-PDB cultures (e.g., China, Japan) through these media conduits provides the necessary inputs for creating and solidifying the association between PDB and self control. Over time, "cultures may prime different cognitive content by creating different semantic, associative, and content networks that together influence what we think about ourselves, others, and the world" (Oyserman and Lee 2007, p. 264 (Hofstede 1984; 2001) . Such restraint is particularly encouraged in the face of socially proscribed temptations. For example, students are expected to show restraint by not speaking out in front of teachers (Hofstede 2001) .
Additionally, adults are expected to control and resist individual idiosyncrasies in deference to socially normative behaviors (Hofstede 1984 (Hofstede , 2001 Oyserman 2006 Consequently, high PDB will reduce impulsive buying due to the association of restraint with high PDB.
In contrast, low-PDB cultures deemphasize restraint in the face of authority or power disparity (Hofstede 2001) . For instance, students from low-PDB cultures are encouraged to initiate speaking, express differences publicly, and even disagree with teachers if necessary, when they are in the classrooms. Beyond the classroom context, Lalwani, Shavitt, and Johnson (2006) find that people from low-PDB cultures tend to display less socially desirable responding tendencies because they do not see the need to comply and/or demonstrate self control. Moreover, Western cultures, typically low on PDB, tend to value the present more than the future, placing a higher value on immediate gratification than on restraint or delayed gratification (Chen, Ng, and Rao 2005) . Over time, the cultural value of low PDB becomes closely associated with less self control, including situations that involve socially proscribed temptations.
While the relationship between PDB and self control may be relatively stronger in high-PDB cultures, PDB (activated through a prime or as a trait) should activate the closely related concept of self control, which in turn should lead to lower impulsive buying.
Therefore, PDB should be associated with impulsive behavior, such that high (vs. low) PDB should lead to less impulsive buying. To the extent that PDB is salient (whether through chronic means such as dispositional traits or situational prime), self-control associations will be activated, which we propose will influence impulsive buying. This is illustrated in Figure 1 . Based on this theorizing, we propose:
H1: Consumers with high PDB (either chronic or activated through situational priming) are likely to engage in less impulsive buying than consumers with low PDB.
-
As discussed later, we hypothesize and demonstrate vice and virtue products to be a boundary condition for the effect hypothesized in H1. This, as explained later, should occur because vice products elicit greater temptation for immediate gratification and consumption of vice products is typically socially proscribed (Wertenbroch 1998) .
Thereby vice products are more likely to activate control related associations.
Study 1A is a pilot study that uses secondary field data at the country level to test -
A four-point item measured the degree of unplanned buying (see Table 1 ). The dataset provided the percentage of respondents choosing each scale-point in the 14 markets.
The weighted (by percentage choosing each item) difference between the first and the other three items formed the dependent measure for each country. Using different permutations did not change the conclusion. Country scores on culture orientation were obtained from Hofstede's website (2005) . Higher scores indicate higher levels of PDB. Country-level individualism was included as a control variable. Per capita GNP (United Nations Statistics Division 2006) was also included as a control for income. It may be that the higher the per capita GNP of a country, the higher the unplanned buying tendency of its residents.
Results
Countries with higher PDB scores showed lower unplanned buying tendencies (r (14) = -.70, p < .05). We ran a regression analysis with unplanned buying as the dependent variable, PDB as the independent variable, and individualism and per capita GNP as control variables (all VIFs < 2). The effect of PDB was significant (β = -.81, t = -3.14, p < .05) whereas the effects of per capita GNP (β = .17, t = 0.76, p > .05) and individualism (β = -.32, t = -1.44, p > .05) were not significant. Thus, H1 is supported: higher PDB scores are associated with lower unplanned buying tendency at the country level.
which is a broader construct that subsumes impulsive buying, the high external validity of the country-level data establishes the underlying association with high generalizability. In the next study we specifically focus on examining impulsive-buying tendency.
STUDY 1B
Participants were 120 undergraduates who participated in three seemingly unrelated tasks: a scale on PDB, a personal-inventory task (perceived gender scale to serve as baseline control), and an impulsive buying scale. Last, participants guessed the study's purpose and were debriefed. No one was correct in guessing the research purpose.
Measures PDB was measured with an eight-item scale (Hofstede 2001, p. 86 ) where higher scores indicate higher PDB (Appendix A; α = .78). This scale has been shown to be distinct from individualism/collectivism and need for cognition (Hofstede 2001) .
Impulsive-buying tendency, the dependent variable, was measured with the ten-item scale from Rook (1987) . Higher scores indicate greater impulsive-buying tendency (α = .84; 1=strongly disagree, 7=strongly agree).
The perceived gender scale was adapted from Archer, Smith, and Kilpatrick (1995) :
"I like to do things that boys and men do," and "I like to do things that girls and women do"
(reverse coded). We used the average of these two items (r = .69; 1=strongly disagree; 7=strongly agree), where higher scores indicate higher levels of masculinity.
Results
PDB and impulsive buying were negatively correlated (r = -.62, p < .05). We ran a regression on impulsive buying with PDB, age, and perceived gender as predictors (all
< .05). Perceived gender (β = .00, t = .01, p > .95) and age (β = .06, t = 1.08, p > .25) were not significant. We note here that neither gender nor age was found to be significant or interact with the focal variables in any subsequent study, and they are not discussed further.
Discussion
Chronic level of PDB predicts impulsive-buying tendency. An alternative explanation is that the impulsive buying measure could have influenced the PDB measure through a self-perception process (Bem 1972) because the latter was taken after the former.
To address this concern, we administered the PDB scale at two points in time to assess test-retest reliability. In week 1, participants (n = 143 new students from the same population) completed the Hofstede (2001) PDB scale and the Rook (1987) impulsive scale. In week 2, the same participants completed the PDB scale again. The PDB scores of week 1 and week 2 showed significant internal reliabilities (week 1: α = .74; week 2: α = .72) and temporal reliability by correlations between week 1 and week 2 (r = .69, p < .05).
The relationship between PDB and impulsive buying was significant at both times (r = -.61, p < .05) and (r = -.58, p < .05). Thus, the result is not a self-perception artifact.
Though this study measured impulsive-buying tendency rather than unplanned buying, this relationship is still correlational. In the next study, we prime PDB to establish the causality implied in H1.
STUDY 1C
Participants were 97 undergraduates from a large U.S. university. The study was a (PDB Prime: High vs. Low) between-subjects design. Students were told that they were participating in three different studies.
PDB prime. A sentence-completion task (Oyserman and Lee 2007; Srull and Wyer 1980 ) was developed to elicit temporary accessibility for PDB and related concepts (Appendix B). When participants focus on words associated with PDB to complete the sentence task, PDB and associated concepts such as self-control should become temporarily accessible (Oyserman and Lee 2007) .
In this PDB prime, participants formed meaningful sentences from sets of scrambled words. In the high (low) PDB condition, participants completed 10 sentences related to social hierarchy (equality). Three items were used as a manipulation check: "For the time being, I mainly think that," "At this moment, I feel that" and, "On top of my mind right now are thoughts in agreement with saying that." Each item was rated on a 7-point scale (1=social hierarchy is important, 7=social equality is important; α = .91). A higher score indicates lower PDB. Pretest participants (n = 19 different students from the same population) in the high (vs. low) PDB condition reported greater momentarily accessible PDB (M High = 3.89 vs. M Low = 5.23; t = 1.98, p = .05).
Impulsive Buying Task. Participants were told "Imagine that you are at a store and have $10 cash. You can buy as many or as few of the products listed below, or none at all.
After the study is completed, one participant in each session will be randomly selected and the participants will receive whatever they have chosen in this study. If you are selected and you decide to buy nothing, you will get $10. If you are selected and decide to purchase something, you will get those items and the remaining money, totaling $10."
The products were: a serving of Oreo cookies at $0.75, a bag of potato chips at
amount and the quantity of products they would like to buy were used as measures of impulsive buying.
Affect. We measured affect with a 10-item scale (α = .76) adapted from Pham et al. (2001) . It is possible that inducing high PDB in U.S. participants results in negative affect because this belief is inconsistent with their cultural norm.
Results
Manipulation check. Using the three items from the pretest (α = .91), those in the high (vs. low) PDB condition reported greater momentarily accessible PDB (M High = 3.51
vs. M Low = 4.17; t = -2.80, p < .05). Thus, the priming was successful. 
Discussion
The convergent support for H1 across three sub-studies (1A, 1B, 1C) using
reassuring, particularly given the effect on specific measures of impulsive buying is consistent with that found when using an imprecise measure in Study 1A. Furthermore, income and affect are ruled out as possible explanations. We also conducted another study measuring situational self-construal (results are available upon request). We found that the effect of PDB was obtained even after controlling for self-construal at the individual level.
STUDY 2: PDB AND STRENGTH OF CONTROL ASSOCIATIONS
As discussed earlier, over time individuals learn the association between particular cultural dimensions and concepts and associations, with the associated knowledge becoming temporarily salient when the cultural dimension is activated (Hong et al. 2003) .
Consequently, priming high PDB should activate control-related associations among individuals (Oyserman and Lee 2007; Seeley and Gardner 2003) . When high PDB is activated, control-related associations should also be activated and accessible. In contrast, when low PDB is activated, control-related associations will not be activated or be 
Discussion
Study 2 supports the proposition that PDB is associated with self-control concepts.
An alternative view argues that high and low PDBs differ not on the strength of associations but on the affective associations to control-related constructs. To test this possibility, we used the same prime and asked 52 new respondents to provide free associations with the constructs related to control: organized, restrained, and bounded.
These responses were coded by two independent coders (Kappa =.85) in one of three categories: positive, negative, and neutral. There was no PDB effect (p > .20) on these measures, suggesting that valence of associations does not differ between the PDB groups.
STUDY 3: MODERATING ROLE OF VICE AND VIRTUE PRODUCTS
Given that PDB restrains impulsive buying due to its associations with self-control, the effect of PDB should be limited to behaviors associated with socially-proscribed products, particularly products eliciting greater temptations for immediate gratification.
Specifically, vice products (e.g., ice cream) lead to greater temptation for immediate gratification than virtue products (e.g., frozen yogurt) (Wertenbroch 1998) . In general the ability to delay gratification and demonstrate restraint is seen as virtuous such that consumption of vice products may be socially proscribed (Wertenbroch 1998 buying. Specifically, for vice products, high (vs. low) PDB participants will buy less whereas PDB should have no effect on buying of virtue products.
Method
Participants were 170 (38% female) undergraduates from a large U.S. university.
The study was a (PDB Prime: High vs. Low) X (Product Type: Vice vs. Virtue) mixed design. The first factor is between-subjects and the second is within-subjects. - supports the thesis that differences in PDB result in different levels of self-control associations, which influence impulsive buying.
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STUDY 4: MODERATING ROLE OF CONTROL-RESOURCE DEPLETION
We have theorized that high PDB is associated with greater restraint in the face of socially proscribed temptations because activating PDB activates knowledge of self control. Thus, consumers with chronically high PDB are likely to practice self control repeatedly; therefore, they may engage in self control more or less automatically. As such,
high PDB tend to have greater control resources because they practice self control repeatedly, which strengthens their self-control muscles (Muraven, Baumeister, and Tice 1999) . If control resources differ by chronic PDB, then depleting equal amounts of control resources should affect impulsive buying among those with chronically low PDB to a greater extent than those with chronically high PDB.
Among consumers who have not depleted their control resources, both high-and low-PDB consumers will have some resources available to control impulsive buying.
When consumers encounter resource depletion, their control muscles are temporarily weakened (Baumeister 2002) . When similar levels of control resources are depleted, those with chronically high (vs. low) PDB will have a greater reservoir of control resources to utilize due to their stronger control muscle. Consequently, resource depletion will magnify the difference in the "steady-state" level of control resources such that those with low PDB should show an even stronger impulsive-buying tendency than those with high PDB.
Formally:
H4: Control resources moderate the effect of PDB on impulsive buying.
Specifically, consumers with low (vs. high) PDB will show relatively higher levels of impulsive buying when control resources are depleted than when they are not.
Method
Study 4 was a national survey of U.S. adult consumers from an online panel of a marketing research company. In total, 901 usable surveys were completed. Age ranged from 18 to 75 years, 74% are female, 65% are married, 50.5% have annual income above 50,000 dollars, and 50% work full time. Regarding ethnicity, 5% are African American,
manipulated between subjects. Participants were given the resource depletion manipulation first. Next they were given the impulsive buying task adopted from Vohs and Faber (2007) . PDB and additional measures were collected last.
Resource depletion. The manipulation was taken from Wegner et al. (1987) and has been applied in consumer behavior research (Vohs and Faber 2007) . It has two levels:
resource depletion and no depletion. Participants were told "The goal of this task is to investigate thoughts as they occur naturally in people's mind." In the resource depletion condition, participants were told to write down all the thoughts that entered their mind in the next five minutes with one exception: not to think about a white bear. In the no depletion condition, participants were told to write down all the things they could think of, including a white bear. In both conditions, participants were told that if they thought of a white bear or white bear-related images they should make a check mark on the screen and continue writing the rest of their thoughts. Results from Vohs and Faber (2007) indicate that, though subtle, this is a reliable manipulation.
Impulsive buying task. The impulsive buying task, adapted from Vohs and Faber (2007) , was similar to that in Study 3. Participants were told that they would be taking part in a shopping study, buying groceries for $10. If they did not spend all the money, they could get the remainder in cash. Thus, theoretically, a respondent could choose to not buy anything and get $10 in cash. Participants were shown eight products (granola bar, chocolate bar, pretzels, Doritos, bagel, donut, orange juice, cola) with prices closely This marketing research company frequently runs such studies where participants choose products online that are shipped to them regularly. Thus, for this study, the product choices participants made were real.
Results
Money Spent. An ANOVA was conducted and the overall model was significant (F - Income was not significant.
Discussion
These results support H4 with an externally valid test involving a real decision and adult consumers. Consistent with Study 3, we balanced the healthy and unhealthy foods items expecting the effect of PDB and resource depletion to be greater for unhealthy (i.e., impulsive) foods than for healthy foods. Indeed, the interaction of PDB and resource depletion is not significant for money spent (F (1,897) = 2.04, p > .10) or quantity bought (F (1,897) = .89, p > .30) when examining the four healthy products. In contrast, the interaction is significant for unhealthy items for money spent (F (1,897) = 10.49, p < .01) and quantity bought (F (1,897) = 8.47, p < .01). This interaction effect further replicates the results of Study 3 finding the effect of resource depletion and PDB is only significant for vice products, but not virtue products.
GENERAL DISCUSSION
We demonstrate a relatively novel effect: the impact of PDB on impulsive buying.
The first set of studies (1A-1C) shows that consumers with high PDB tend to exhibit less impulsive buying than consumers with low PDB. We show this effect using multiple methods, samples, and measures. The second set of studies (studies 2-4) provides strong support for an associative account that high PDB leads to lower impulsive buying. A response latency study shows that higher PDB indeed activates control-related associations.
products than for virtue products, supporting the idea that higher PDB lowers impulsive buying only for socially proscribed categories or behaviors embodied in vice products.
In Study 4, we found that under resource depletion, the effect of high PDB on impulsive buying is greater due to the limited strength of the control muscle for consumers with low PDB. Vohs and Faber (2007) found that consumers (from U.S.) were more impulsive when resources were depleted. Amplifying their result, we show that consumers with low PDB react more strongly to such depletion than those with high PDB.
The difference between impulsive buying and unplanned buying is also notable.
Study 1A used an imprecise measure of impulsive buying based on country-level reports of unplanned buying. We caution readers about this imperfect measure. As one reviewer stated, impulsive buying is only one type of unplanned buying, and we agree. Later studies found consistent support for the effect of PDB, particularly on impulsive rather than unplanned buying in general. In both Studies 3 and 4, the effect of PDB is stronger for the purchase of vice products than virtue products. Yet, it would be useful for future research to more fully theorize about and clarify the similarities and differences between impulsive and unplanned buying in cross-cultural contexts. Hofstede (1984) found individualism to be associated with low PDB and collectivism to be associated with high PDB, which has been confirmed by other researchers (Oyserman and Lee 2007) . In Study 1A, we found that only cultural level of PDB predicted impulsive buying, but cultural level of individualism did not. It seems that PDB is associated with, but also different from, individualism/collectivism. The effect of
that consumers with a promotion focus tend to engage in more impulsive eating than those with a prevention focus. Clearly, an opportunity exists to examine the many similarities and differences as well as moderated association between PDB and interdependence/ independence, not to mention other cultural constructs such as uncertainty avoidance and femininity/masculinity.
Conceptually we need to further explore PDB and power disparity, which though related, are conceptually distinct constructs. Thus, priming and eliciting power-disparity differences could have negative consequences as power disparity, particularly when perceived to be illegitimate, may have unintended consequences for impulsive buying or social behaviors (Lammers et al. 2008) . The difficulty in distinguishing PDB from actual power disparity may be one reason the effect of PDB on consumer behavior has been overlooked for some time. We hope our work encourages research on this topic.
Managerial and Policy Implications
First, firms dealing with multi-cultural markets can utilize knowledge about consumers' cultural background of PDB or a chronic measure of PDB to adapt their advertising, promotions, and displays. Second, marketers need to ascertain whether their products or brands are viewed by different consumer segments as virtue or vice products.
For instance, in Asian countries like India, luxury brands of staple beverages (e.g., tea) may be viewed as vice products. Similarly, while lemonade may be seen as a virtue product, cola may be seen as a vice product. By understanding the interplay between PDB and likelihood to purchase, managers can increase sales based on their product positioning along the vice versus virtue continuum.
Third, impulsive buying is affected even when high PDB is primed among those living in a chronically low-PDB culture (e.g., U.S.). This finding is particularly important for policy makers who may be interested in curtailing impulsive consumption of some types of vice products in low-PDB cultures. Messages designed to activate high PDB, and therefore, control-related associations should lead to lower consumption of such vice products. For consumers whose control resources may have been depleted already, this strategy of activating high PDB (e.g., through appropriate spokespersons, cultural symbols) may be particularly useful in curtailing impulsive buying. Empirical research should be conducted to further understand this mechanism as a possible route to curtailing consumption of certain vice products when desirable from a public policy perspective.
Finally, PDB may also impact advertising and brand evaluations, perceptions of product design, and other marketing mix factors. We hope our research will encourage scholars to examine these issues. 
POWER-DISTANCE BELIEF (PDB) SCALE
Please indicate how strongly you agree or disagree with each of the following statements.
1. As citizens we should put high value on conformity.
*2. It is great to work with a manager who gives subordinates reasons for the decisions and answers any questions they may have.
*3. Employees should be encouraged to express disagreement with their managers.
4. I would like to work with a manager who expects subordinates to carry out the decisions loyally and without raising questions.
5. In work-related matters, managers have a right to expect obedience from their subordinates.
6. Employees should respect their supervisors highly.
*7. I would like to work with a manager who usually consults with subordinates before reaching her/his decisions. 
